Since the first iPhone was launched by Apple Inc., more than a decade ago, the iPhone products have remained the attractiveness for consumers in the worldwide market.
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indicates iPhone's high level of attractiveness for consumers. In addition to brand image, marketing strategy, integration of hardware and software, and cost control, the appearance and features of iPhone products definitely have presented attractiveness to consumers so that a large number of people are willing to buy iPhones. Most of the earlier studies of iPhone concentrated around topics such as brand image, brand loyalty, and willingness to buy. On the contrary, few researchers carried out studies of iPhone's attractiveness factors. The objective of this study is to determine the attractiveness factors of iPhone by the evaluation grid method of Miryoku engineering approach. A questionnaire survey is carried out so that the attractiveness factors can be determined by the quantification theory type I. The results serve as a good reference for smartphone vendors and follow-up researchers on smartphone designs.
Literature Review
Apple Inc. has been building its brand image in order to guide consumers into buying Apple products (Weng, 2016) . It utilizes the influence by media to compete with other smartphone vendors on the market (Tan, 2008) . It also built various types of online platforms via the integration of hardware and software (Wu, 2014) . It realizes the maximum profits by strict cost controls (Wu, 2014) . However, the credit should also go to the excellent designs of iPhone products. The attractiveness of iPhone is effectively enhanced by the style design, color scheme, material selection, surface treatment or various types of functional innovations.
The Miryoku engineering approach is a branch of Kansei engineering. It was proposed by M. Ujigawa in 1991 and it deals with the techniques and knowledge for creating products or spaces that are attractive. Earlier studies clearly indicated that a product can be profoundly loved by consumers if a designer can master the consumers' desire for aesthetics on product appearance during the product design and development process (Huang, 2000) . The study by Huang (2006) 
Methods
A series of iPhone products including iPhone 4 to the latest iPhone X are selected for investigation in this study. A total of 11 experts are interviewed by using the evaluation grid method in order to determine the attractiveness factors of iPhone. After that, a questionnaire survey was carried out by the quantification theory type I in order to determine which attractiveness factors are more influential than others. The research framework is shown in Figure 1 .
Before interviewing with experts, photos of iPhone products are prepared and clas- accessories are also collected. The total number of photos is 30 and they are shown in Figure 2 .
These 11 experts for interview have to meet three requirements as follows. (1) More than 2 years of iPhone experience. (2) Experience with more than two iPhone models. After excluding those 32 copies of invalid questionnaire, the analysis by the quantification theory type I is carried out by all, gender, age, years of iPhone experience, and experience with other smartphone brands.
The evaluation grid diagram of iPhone's attractiveness factors is shown in Figure   3 , in which orange items stand for abstract characteristics (top), red items original evaluation items (middle), and green concrete characteristics (bottom). 
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Results and Discussion
The background information of the participants is as shown in Table 1 . The results of the general analysis by the quantification theory type I is shown in Table 2 as follows.
The results of the analysis by the quantification theory type I by gender is shown in The next step is to analyze by the years of experience with iPhone. Since the number of participants with more than 5 years of iPhone experience is insufficient as samples for investigation, only the results of participants with less than 5 years of iPhone experience are shown in Table 4 as follows. For the analysis of participants with experience of using other brands, since the number of samples is insufficient for participants with Windows Phone, other brands or no experience, only the result of participants with Android smartphone experience is shown in Table 5 as follows.
Conclusion
Results of this study indicated that the abstract features can generally be classified by the evaluation grid method into (1) Adjectives for appearance: stylish, consistent, highquality, comfortable, succinct, and proportionally adequate; (2) Adjectives for function:
safe, convenient, efficient, and ergonomic.
The results of the questionnaire survey on the participants by the quantification theory type I indicated that the correlation is insignificant. Moreover, no control group for the factors including the number of years using iPhones or smartphones of other brands is available is this study. On the other hand, the differences between genders on the abstract adjectives of product profile are described as follows. (1) Stylish:
Both male and female participants highlight the factor of stylish lens design. They indicated that iPhone's lens' style design is more attractive than other brands. 
